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ABSTRACT (ENGLISH) 
Consumers make many different choices every day. When a series of 
choices is made, it is likely that prior choices wil l affect subsequent choices. The 
nature of choices is varied such as altruistic and indulgent. For example, when an 
altruistic choice is made, an indulgent consumption choice wi l l likely be made 
subsequently. Such phenomenon is known as "licensing effect". There has been 
very limited research in this area of study. This thesis extends the knowledge in 
this area of study by investigating different type of prior choice on licensing 
effect and also examines the mechanism of licensing effect by introducing guilt 
as a new mediator. Experimental study was conducted to investigate the 
hypotheses. The results confirm that the induction of other type of behavior 
which results in other type of self-concept creates licensing effect and the 
mediating role of guilt. The findings of this thesis suggest important implications 
for consumer behavior researchers and indulgent goods marketers, as well as 
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CHAPTER 1 INTRODUCTION 
1.0 OVERVIEW 
In this chapter, the background of licensing effect issues, the research 
objectives and the expected contributions of this thesis are discussed. The first 
section introduces the background of licensing effect in marketing. Then, the 
research objectives are highlighted in the second section. In addition, the 
significance of this thesis is emphasized in the third section, followed by a thesis 
outline in the final section. 
1.1 BACKGROUND 
Consumers make many choices everyday in different area, shopping 
definitely gives consumers the opportunity to choose among a set of alternatives. 
It is interesting to notice that preference among different options can be 
influenced systematically by consumers' prior actions (Dhar and Simonson 1999; 
Novemsky and Dhar 2005) in relation to goal achievement that guides subsequent 
choices. Recent research suggests that other than goal-congruent behavior, 
self-concept also influences the subsequent choice with licensing effect. 
Licensing effect refers to the phenomenon that prior virtuous choices 
activate and boost altruistic self-concept which subsequently licenses more 
self-indulgent choices (Khan and Dhar 2006). The scope of licensing effect is 
related to the subsequent choice which is particularly indulgent in nature. 
Previous research focused on charitable act as a prior action. Intuitively, several 
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other choice behaviors are likely to lead to similar phenomenon of licensing 
effect. Imagine that you have a morning jog, then you probably wi l l take fudge 
sundaes rather than carrot cakes in the evening. Therefore, whether or not other 
types of choice behaviors that raise different types of self-concept can create 
licensing effect is an interesting question which is worth exploring. 
Besides, previous research showed that the mechanism of licensing effect 
involves the change of relevant self-concept that serves as a license (Khan and 
Dhar 2006). However, the negative emotions and attributions which associate 
with consumption of hedonic or luxury products have not yet been investigated 
for the occurrence of licensing effect. It is unclear whether or not guilt plays a 
role in licensing effect. There might be a change of negative emotion such as 
guilt for the occurrence of licensing effect, which supplements the mechanism. 
To fi l l the theoretical gaps with important practical applications, this thesis 
further investigates licensing effect with other prior behavior and its mechanism. 
1.2 RESEARCH OBJECTIVES 
Given the sparse marketing research on licensing effect, this thesis addresses 
the issue by extending our understanding on licensing effect and its mechanism. 
More specifically, the focuses of this research are as follow: 
(1) To confirm that altruistic choice leads to subsequent indulgent choice 
with Asian participants. 
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(2) To test i f the induction of other type of choice which results in 
improvement of related type of self-concept creates licensing effect. 
(3) To advance our understanding of the mechanism of licensing effect by 
introducing and testing the role of guilt as a mediator. 
1.3 SIGNIFICANCE OF THIS THESIS 
Obviously, licensing effect is a phenomenon that deserves marketing 
researchers' attention. As mentioned before, such phenomenon can easily be 
found to be associated with prior virtuous actions, and there has been very limited 
research studying licensing effect in general and its mechanism. To extending our 
understanding, this thesis is expected to offer insights on purchase tendency of 
indulgent consumption and the underlying mechanism of such tendency as well. 
In the marketing literature, the first empirical study on licensing effect 
examines other type of behavior as the antecedent. Later on, research investigates 
the role of guilt in the mechanism, in order to provide a comprehensive 
mechanism of such effect. This thesis attempts to advocate that altruistic behavior 
such as donation is not the only behavior that gives the right for consumption of 
hedonic/luxury goods. It is also expected to demonstrate that guilt is an important 
emotion in consumer marketing. 
Finally, this study offers opportunities for practitioners to enhance their 
understanding of consumer preference to indulgent products and enables them to 
develop their promotion strategies. It also provides a platform for them to deal 
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with negative emotion associated with their products. 
1.4 ORGANIZATION OF THE THESIS 
The content of this thesis is organized as follows: First of all, the literature 
review of licensing effect and guilt-reduction mechanism, the conceptual model 
is explained, and the development of the hypotheses is depicted in Chapter Two. 
Then, in Chapter Three, the methodology is discussed, including a description of 
the scenarios and a delineation of the structured questions used to test the 
hypothesized relationship. The results of the study are analyzed and discussed in 
Chapter Four. Following the discussion of the results, the key theoretical and 
managerial contributions, research limitations and suggestions for future research 
are presented in Chapter Five to conclude the thesis. 
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CHAPTER 2 LITERATURE REVIEW & MODEL DEVELOPMENT 
2.0 OVERVIEW 
In this chapter, a model of licensing effect is presented. The model provides 
a framework of the relationship between prior choice and indulgent consumption. 
In the following sections, a comprehensive literature review on licensing effect 
and guilt-reduction mechanism is presented and the conceptual definitions of all 
the main constructs in this thesis are explained. Then, the research model which 
links up all the constructs is presented. Finally, a series of testable hypotheses is 
proposed to describe the causal relationships among the constructs specified in 
the conceptual model. 
2.1 LITERATURE REVIEW ON LICENSING EFFECT 
To begin with, licensing effect refers to the phenomenon that prior virtuous 
choices activate and boost relevant self-concept which subsequently license more 
self-indulgent choices (Khan and Dhar 2006). The scope of licensing effect is 
related to the subsequent choice which is particularly indulgent in nature, i.e., a 
subsequent choice that is likely to create negative attributions or emotions. 
Relevant literature from psychology and marketing on related constructs of 
licensing effect are reviewed to provide a comprehensive background to 
understand the conceptual definitions and the development of the conceptual 
model that follow. 
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2.1.1 Components of Licensing Effect 
2.1.1.1 Altruistic Behavior 
Altruistic behavior is the first component of licensing that allows licensing 
effect to happen. It is important to understand the nature of this behavior to 
explain the phenomenon of licensing effect. Altruism is unselfish concern for the 
welfare of others (Lee et al. 2005). Altruistic behavior has many forms. It is not 
restricted to magnificent acts such as risking one's life to save another. It also 
includes trivial acts like helping blind people to cross the road. Besides, people 
may help others directly such as doing volunteer work, but they may also help 
others through an intermediary organization likes donating money to a charity. 
However, no matter what types of altruistic behavior people perform, 
previous study demonstrated that people have a high sense of self-esteem, 
reduction in guilty feelings or emotional discomfort (Lee et al. 2005). Such 
virtuous acts boost people's self-concepts and therefore reduce negative 
self-attributions or emotions associated with the purchase of relative luxuries 
(Khan and Dhar 2006). 
2.1.1.2 Indulgent Consumption 
A stream of research has examined those trade-offs of choices between 
hedonic and utilitarian items (e.g., Dhar and Wertenbroch 2000; Strahilevitz and 
Myers 1998). Consumers always face a fundamental trade-off on spending 
between necessities like ordinary food, medical care and indulgences or 
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nonessential luxuries like a cruise and fancy food. Indulgence is closely related to 
both luxury and hedonics. It often involves spending on items perceived as 
luxuries relative to one's means, and these items are typically hedonic rather than 
utilitarian (Kivetz and Simonson 2002). 
Hedonic consumption is also referred as "pleasure-oriented" consumption, 
which is mainly motivated by the desire for sensual pleasure, fantasy and fun 
while utilitarian is usually referred as "goal-oriented" consumption which is 
motivated mainly by the desire to fi l l a basic need or accomplish a functional task 
(Strahilevitz and Myers 1998). The pleasure of hedonic consumption comes with 
a price (Lascu 1991). A famous sociologist, Max Weber, proposed that 
Protestantism inspired a form of rationalized capitalism in which making money 
and spending it carefully (i.e., on necessities rather than on luxuries) became an 
ethical obligation (Weber 1998). Choosing indulgences over necessities is likely 
to evoke guilt (e.g., Kivetz and Simonson 2002; Lascu 1991; Thaler 1980). In 
particular, consumers may feel guilt about purchasing hedonic luxuries with 
out-of-pocket monetary costs when doing so may be interpreted as wasteful. 
2.1.2 Licensing Effect and Its Mediator 
Following the previous section on delineation of the components of 
licensing effect, this section focuses on the mechanism of such effect. Likewise, 
related psychology literature and marketing literature are discussed. 
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2.1.2.1 Self-Concept 
As mentioned earlier, there has been very little research on licensing effect 
in marketing. The first empirical study identifies self-concept as the mediator 
between the impact of prior altruistic choices and indulgent consumption (Khan 
and Dhar 2006). 
Self-concept is the cognitive or thinking aspect of self (related to one's 
self-image) and generally refers to "the totality of a complex, organized, and 
dynamic system of learned beliefs, attitudes and opinions that each person holds 
to be true about his or her personal existence" (Purkey 1988). Self-concept has 
been treated as a multidimensional concept reflecting more than one type of 
self-perspective (e.g., actual self-image, ideal self-image, social self-image and 
ideal social self-image) (Sirgy 1982, 1985). However, in the previous study on 
licensing effect (Khan and Dhar 2006)，"actual self-image" is chosen as the 
measure for the self-concept which is defined as "how consumers see 
themselves". 
Wheeler, DeMarree et al. (2005) argued that a different task can prime 
different self-concepts which influence behavior. This builds on the notion that 
individuals have a variety of identities, a subset of which might be salient at any 
given point (Turner 1987). There are various types of self-concept to represent 
our "multiple selves" (Markus and Nurius 1986), for example, healthy 
self-concept, beauty self-concept and intelligent self-concept. 
In the Khan and Dhar (2006) study, it is argued that a prior choice serves to 
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activate a mental construct about one's self by providing behavioral confirmation 
for that self-concept. The activated self-concept acts as credentials which serve as 
a license to choose an option that otherwise creates negative attributions for the 
self. Specifically, an intention to act virtuously in a prior task enhances 
altruistic self-concept which can license the subsequent preference for luxury 
items. Interestingly, study showed that consumers may be unaware of how their 
prior decisions influence their subsequent choices, in other words, the process 
underlying the licensing effect is largely unconscious. 
The above mechanism is similar to guilt-reduction mechanism. However, the 
previous study did not investigate the change of negative emotion for licensing 
effect. Negative emotion such as guilt that is directly associated with indulgent 
consumption should be considered, in order to provide a comprehensive view of 
the mechanism. This thesis examines this important emotion to further our 
understanding on licensing effect. 
2.1.3 Rejection of Alternative Explanations 
There are other accounts that seem to explain the licensing effect. However, 
in Khan and Dhar's study (2006)，they rejected these alternative explanations. By 
examining those accounts carefully, those alternative explanations are considered 
distinct from the licensing effect discussed above. 
2.1.3.1 Balancing or Compensation 
For example, when a consumer has the goals of maintaining health and 
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having a tasty meal, the consumer orders a healthy appetizer and then chooses a 
tasty dessert. Such strategy employed by the consumer is termed as compensation 
or balancing (Dhar and Simonson 1999). The example shows that it is possible 
that consumers prefer to alternate outcomes in a sequence that allows them to 
enjoy hedonic item after a noble act with achieving these goals in their mind. 
Although the preference for the subsequent choice is similar to licensing 
effect, it is noted that balancing is a meta-cognitive decision strategy which 
implies the awareness of a connection between the choices in sequence and there 
is no change in self-concept. Khan and Dhar (2006) found that participants did 
not connect the two choices explicitly and there was a change in self-concept. In 
addition, balancing involves activation of goal for the subsequent behavior while 
licensing effect is merely having the credentials to liberate one's behavior. 
Moreover, there is a difference that licensing effect can be based on a prior action 
that is not highly diagnostic of one's self, yet an increase in the self-assessment to 
manifest the licensing effect. 
2.1.3.2 Resources Depletion 
How prior decisions might influence subsequent choice could be accounted 
by mental or actual resource depletion (Muraven and Baumeister 2000). 
According to this account, the first choice depletes one's limited self-control 
resources that make people more difficult to subsequently resist a tempting 
option. 
It is unlikely to apply to licensing effect because the mechanism shows that 
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an initial choice between two charitable acts boosts self-concept and a simple 
initial decision used in the previous study (Khan and Dhar 2006) showed that the 
simple hypothetical task is not depleting one's resources. 
2.1.3.3 Elevation of Mood 
Performing an altruistic act may induce positive mood that increases the 
preference for relative luxuries. The elevation of mood was ruled out in the Khan 
and Dhar (2006) study because there was no evidence that there was difference in 
mood between the altruistic groups and control and the mediator was self-concept 
which was shown with an increase in such measure after initial altruistic choices. 
2.2 LITERATURE REVIEW ON GUILT-REDUCTION MECHANISM 
Following the detailed literature review on licensing effect just presented, 
this section focuses on guilt-reduction mechanism that accounts for a similar 
phenomenon of licensing effect. It is important to understand the emotion of guilt 
and its reduction mechanism that facilitate the development of the hypotheses in 
the next section. Likewise, related psychology literature and marketing literature 
are discussed. 
2.2.1 Guilt 
Drawing on the conceptualization of guilt from psychology and marketing 
literature, guilt is defined as "an individual's unpleasant emotional state 
associated with possible objections to one's own actions, inaction, circumstances, 
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or intentions" (Baumerister et al. 1999，p.245). Guilt is an aroused form of 
emotional distress that is distinct from fear and anger and is based on the 
possibility that one may be in the wrong and it is also identified as a moral 
emotion (Eisenberg 2000; Skoe et al. 2002). 
Guilt serves a generally positive or adaptive function for individuals. It 
signals events or circumstances as contrary to developed standards, social 
structures, or moral ideological forces (Campos and Barrett 1995; Mauro et al. 
1992) and highlights those that need to be acted upon or changed (Keltner and 
Haidt 1999). In this way, the experience of guilt can act as a behavioral interrupt 
or action control mechanism to insure an individual's goals and interests are met 
(Baumeister et al. 1995). 
In consumer context, guilt is always correlated to impulsive buying (Rook 
1987)，overspending (Pirisi 1995) and compulsive consumption (O'Guirm and 
Faber 1989). In addition, Dahl et al. (2003) study indicated that guilt related to 
oneself in consumption context like guilt arises when actions are contravened a 
consumption goal such as undertaking frivolous purchases of expensive clothing, 
jewelry, make-up, technological products and entertainment. 
2.2.2 Guilt-Reduction Mechanisms 
Mechanisms that offer compensatory or rationalization options to consumers 
could be used to reduce guilt associated with the purchase of a product. (Dahl et 
al. 2003) Literature suggested several mechanisms that can reduce guilt 
associated with consumption of luxuries and therefore increase the likelihood that 
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consumers wil l choose luxuries. 
For example, Thaler (1980) suggested that in the recreation industry which 
sells hedonic luxuries, there are some companies that are designed to take choice 
out of consumers like paying deposit for a vacation, such arrangement eliminates 
the guilt associated with costly and pleasurable activities during the vacation. 
Besides, people may sometimes hold moral or prudential rules against 
hedonic experiences, especially when the experiences come at the expense of 
more noble activities such as work. Nevertheless, consumers can earn the right to 
indulge and choose hedonic over utilitarian options (Prelec and Hermstein 1991). 
According to an article in the 1996 Wall Street Journal (cited by Dhar and 
Simonson 1999)，blood donors complained having no butter cookies offered by 
American Red Cross after their donations, they said that, "How better to indulge 
in a low-guilt plunge off the low-far wagon after an act of self-sacrifice." 
Therefore, overcontrolled and pleasurable luxuries which evoke guilt and require 
special reasons and justifications might benefit from coupling with more 
"virtuous accounts" like charitable work, work and effort (see also Kivetz 1999). 
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2 .3 CONCEPTUAL MODEL AND HYPOTHESES 
2.3.1 Conceptual Model 
On the basis of the preceding analysis, Figure 2.1 presents a model of licensing 
effect in general and proposes a new mediator in the mechanism. 
Figure 2.1 
A Comprehensive Model of Licensing Effect 
Prior Choices Indulgent 
Consumption 
I 1 I 1 
丨-Altruistic 丨 • Relative 丨 
！ ！ ff I Preference " 
I -Intelligent , / ； between luxury ！ 
• ‘ / ' j and necessity [ 
Self-concept / Negative 
emotion 
I 1 / — 
I -Altruistic ' • • 
1 ！ ！ Guilt ； 
1 -Intelligent I ‘ ‘ 
NOTE - The casual paths represented by discontinuous lines are supported by previous study. It is 
not the main focus of our study, see Khan and Dhar 2006 for details. 
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2.3.2 Hypotheses 
2.3.2.1 The Effect of Prior Choices on Self-Concept 
Many traditional definitions of self-concept focus on a "unitary sel f 
(Cooley 1902; Mead 1934; Allport 1943; Lecky 1945). Recent psychology 
literature in self-concept addresses the possibility of "multiple selves". That is, 
the self is a collection of masks which each links to a particular set of social 
circumstances (Markus and Nurius 1986). The self-concept is diverse and 
multifaceted. 
A different task can prime different self-concepts that in turn influence 
behavior (Wheeler, DeMarree et al. 2005).This builds on the notion that 
individuals have a variety of identities, a subset of which might be salient at any 
given point (Turner 1987). Previous study showed that a prior altruistic choice 
can activate a mental construct about one's self by providing behavioral 
confirmation for that self-concept (Khan and Dhar 2006). 
Choice or preference based priming is different from direct priming. The 
former not only activates a specific identity but also helps establish credentials 
for that identity by providing evidence for the activated self-concept. According 
to the literature on licensing effect (Khan and Dhar 2006), altruistic choices boost 
altruistic self-concept. Lee et al. (2005) found that no matter what types of 
altruistic behavior people perform, people have a high sense of self-esteem, 
reduction in guilty feelings or emotional discomfort. Following the argument, an 
extension of the meaning of licensing effect is suggested, a different type of 
antecedent which is positive in nature may give the same pattern. Therefore, it is 
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expected to prevail in other types of positive choices that increase the relevant 
self-concept. In daily life, consumers are likely to make some choices which are 
considered to be wise. Intelligence was chosen in this thesis to test these 
relationships because such identity and self-concept are not easily influenced by 
other extraneous factors such as gender and income as well as the high likelihood 
for the encounter of wise choice. 
In this thesis, altruistic self-concept is defined as seeing one's self as 
sympathetic, compassionate, helpful and warm while intelligent self-concept is 
defined as seeing oneself as brilliant, clever, smart and bright. 
This gives rise to the hypotheses in this thesis: 
H I : Prior altruistic choices positively affect altruistic self-concept. 
H2: Prior intelligent choices positively affect intelligent self-concept. 
2.3.2.2 The Effect of Prior Choices on Guilt 
As discussed earlier, prior positive choices provides the credential that 
boosts self-concept, it is interesting to note that several guilt-reducing 
mechanisms which reduce guilt through some behaviors. The feeling of guilt can 
occur simply with the thought of buying luxuries before there is an actual 
consumption. For example, for consumer preference towards frequency program 
rewards, the effort for fulfilling the program requirement helps to justify and 
alleviate the guilt especially associated with choices between luxury and 
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necessity (Kivetz and Simonson 2002). Lee et al. (2005) argued that whichever 
types of altruistic behavior people perform, they have a high sense of self-esteem, 
reduction in guilty feelings or emotional discomfort. 
Moreover, the evaluation of guilt feeling is directed outward at a particular 
behavior committed by the individual. Guilt is defined as the negative emotion 
the participants have at the moment in the thesis. Following the similar pattern of 
other guilt-reducing mechanisms, prior positive choices give the justification that 
reduce guilt feeling, the discussion leads to the following hypotheses in this 
thesis: 
H3: Prior altruistic choices negatively affect guilt. 
H4: Prior intelligent choices negatively affect guilt. 
2.3.3.3 The Effect of Self-Concept and Guilt on Indulgent Consumption 
Previous research indicted that there are relations among cognitive and 
affective evaluation (Bomholt et al. 2005). Thoughts and feelings can be 
considered as separate components of self-evaluations. In addition, thoughts and 
feelings are interdependent, where cognitive appraisals may alter affective 
feelings. In particular contexts, the cognitive evaluations and emotions feed into 
intentions and action, (see Bomholt 2002; Cacioppo and Bemtson 1994; Van de 
Ven et al. 1996). It was found that there is a moderate negative association 
between self-concepts and feeling guilt when the adolescent girls were asked to 
evaluate their bodies (Bomholt et al. 2005). Similarly, applying such association 
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in the context of this thesis, positive self-concept boosted by the prior behavior 
wil l reduce the guilt feeling. 
It is clearly discussed earlier that hedonic consumption evokes a sense of 
guilt (Kivetz and Simonson 2002; Strhilevitz and Myers 1998). The feeling of 
guilt can occur simply with the thought of buying luxuries before there is an 
actual consumption. When the sense of guilt is mitigated, hedonic consumption 
increases. This idea is central to many guilt-reducing mechanisms (see Kivetz and 
Simonson 2002; Strhilevitz and Myers 1998; Thaler 1980). Therefore, positive 
self-concept reduce the feeling of guilt which in turn increases the preference of 
relative luxury. In other words, guilt serves as the mediator between self-concept 
and indulgent consumption. Thus, 
H5: The effect of altruistic self-concept on indulgent consumption is 
mediated by guilt. 
H6: The effect of intelligent self-concept on indulgent consumption is 
mediated by guilt. 
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CHAPTER 3 RESEARCH METHODOLOGY 
3 .0 OVERVIEW 
This chapter begins by presenting the research design of this thesis and the 
advantages of employing experimental design. Then, details of the methodology 
and results from the pretest are discussed in the second section. In the third 
section, the method details with scenarios used in our experimental design are 
explained, and items used for measuring the key constructs are presented. 
3.1 RESEARCH DESIGN 
In this study, an experiment with scenarios was chosen to test the hypotheses 
to permit the establishment of a clearer cause and effect relationship between the 
variables specified in the model. 
This thesis used a between-subjects experimental design to investigate 
consumer preferences of relative luxury on different types of priming choice. 
Scenarios were employed to ask participants to imagine and involve themselves 
in particular area of choices and a specific consumer purchase situation. There are 
several advantages of employing experimental design with scenarios. The key 
advantage is the improvement in internal validity and statistical conclusion 
validity. Such research design increases control over the manipulated variable and 
greatly reduces the random errors induced in the experimental setting 
(Lewis-Beck 1993). Also, it enables causal relationship to be better inferred 
compared to recall-based design such as the critical incident technique. Besides, 
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it is better than using retrospective self-reports. The use of scenario can reduce 
the biases from participants' memory lapses as each respondent is exposed to the 
same intensity and particular types of priming choice described in the scenario. In 
addition, it keeps the time and expenses required to carry out an experiment low 
as it reduces the difficulties in finding participants who have the specific 
experience that matches the study (i.e. being altruistic or intelligent). Furthermore, 
using a between-subjects design can make demand effects less likely (Sawyer 
1975). 
Al l participants in this thesis were students at the Chinese University of 
Hong Kong (CUHK) with Asian background. Employing students as participants 
in experiment is a common practice in previous studies (e.g. Khan and Dhar 2006; 
Okada 2005). Many extraneous variables, such as age, education, and income 
level can be controlled, as students possess homogeneous background. As a result, 
unnecessary bias which may arise in the experiment can be removed. In addition, 
the procedure and measures of previous study were followed in order to control 
the alternative accounts discussed earlier, which can thus be ruled out in this 
thesis. 
In this thesis, a pretest and a main study were conducted to test the proposed 
hypotheses. Details of the pretest and the main study are presented in the 
following sections. 
3 .2 PRETEST 
The purposes of the pretest were to refine appropriate scenarios that could 
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effectively manipulate the independent variables, to refine questionnaire items 
that could be understood by participants and to pretest the hypotheses for the 
main study. The pretest was conducted in mid March 2007. Details are depicted 
in the following sub-sections. 
3.2.1 Relative Luxury Items 
Previous study confirmed that a majority of guilty situations arise as a result 
of purchasing frivolous or expensive items for oneself (Dahl，Honea, and 
Manchanda 2003). As discussed earlier, indulgence is closely related to both 
luxury and hedonics, therefore the purchase of luxury goods was selected to 
represent indulgent consumption. Sunglasses were chosen in this study as past 
study showed that it can be viewed as either a luxury or a necessity depending on 
the specific features and price level (Khan and Dhar 2006). Pretest was conducted 
to verify its legitimacy in this thesis. 
In the survey, a table shows two descriptions of two sunglasses, the relative 
luxury was manipulated by varying the origin of design, resistance of scratch and 
impact, weight and average consumer rating and price. Sunglasses A is described 
as more superior to sunglasses B in terms of aesthetics and branding. Details are 
shown in Table 3.1. 
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Table 3.1 
Description of Two Sunglasses 
Sunglasses A Sunglasses B 
• Italian designers frames • American frames 
• Highly resistant to scratch and impact • Resistant to moderate scratch and impact 
• Ultra lightweight with adjustable • Regular weight with fixed temples and 
temples and nose pads nose pads 
• Average customer rating • • • * * • Average customer rat ing* • • • • 
• Price: $770 • Price: $450 
Participants were asked to rate luxury level of two sunglasses separately on 
a seven-point semantic differential scale (l=“utilitarian’，，7="hedonic"). A 
utilitarian or a necessity item is described as an item that is mainly desired to 
fulfil l a basic need or to accomplish a functional or practical task and a hedonic 
or a luxury item is described as something motivated primarily by a desire for 
pleasure, fantasy, and fun. (Strahilevitz and Myers 1998). There are 25 
participants (12 males and 13 females). It is confirmed that Sunglasses A were 
considered primarily hedonic (i.e., a luxury item; M sunglasses A = 5.28) as 
compared to Sunglasses B (M sunglasses B = 3.72; t(48) = 4.694，p = 0.000). 
Therefore, they were used as relative luxury items in the study. 
3.2.2 Scenario Development 
This thesis consisted of one independent variable with three statuses: 
altruistic priming choice, intelligent priming choice and control (i.e., without 
priming). For altruistic priming choice, participants were provided the choice of 
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two community services (Volunteer Work A: "teaching children in a homeless 
shelter" and Volunteer Work B: "improving the environment") as in the previous 
study. For intelligent priming choice, participants were given the choice of two 
intelligent tests (Test A or Test B). In each test there were four questions extracted 
from the GIQ test, the contents and levels of difficulty were similar. The 
difficulty level of questions were especially chosen to ensure that the participants 
had at least three to four correct answers, in order to manipulate a positive 
intelligent priming. Participants were asked to check the answer immediately 
after the test and they were given the reference on the number of correct answers 
as a reflection of their level of intelligence. 
Scenarios were tested by a series of pretests. They were gradually refined in 
wordings, sentence structures, etc. in order to have an effective manipulation on 
the testing independent variables. The effectiveness of priming (altruistic or 
intelligent) manipulation was assessed separately by an item on a seven-point 
Likert scale ranging from 1 "strongly disagree" to 7 "strongly agree". The 
manipulation checks items are shown in Table 3.2. 
Table 3.2 
Manipulation Checks Items 
卞、 
Priming Measuring Item 
Altruistic The task I did in the first questionnaire showed that I 
am altruistic. 
Intelligent The task I did in the first questionnaire showed that I 
am intelligent. 
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3.2.3 Questionnaire Development 
The questionnaire consisted of the following measures: dependent measures, 
mood measures, mediator measures and suspicion probe. 
Dependent Measures 
Another scenario was set up for dependent variables, relative preference between 
luxury and necessity (i.e.，Sunglasses A and Sunglasses B). Participants were told 
that they were at a shopping mall that was having a sale. They were asked to 
choose between two sunglasses (Sunglasses A or Sunglasses B) on a seven-point 
semantic differential scale anchored with definitely Sunglasses A/definitely 
Sunglasses B. 
Mediator Measures 
Prior research used self-evaluations or self-reports to capture changes in 
self-concept (e.g. Heatherton and Polivy 1991). Therefore, prior research 
collected on self-assessments on four personality traits which are likely to be 
relevant to how altruistic people feel and another four personality traits for 
measuring intelligent self-concept. The self-concept measures were based on a 
seven-point Likert scale ranging from 1 "strongly disagree" and 7 "strongly 
agree", they were present in the control and license conditions. The items were 
adapted from pervious study (Khan and Dhar 2006). A l l these items are shown in 
Table 3.3. In order to minimize guessing, a series of other irrelevant scales was 
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embedded in the self-assessment. Guilt was measured using single items on a 
seven-point semantic differential scale anchored with "Guilt/Guiltless". 
Table 3.3 
Mediators Measurement Scale Items 
Mediator Measuring Item 
Altruistic Self-Concept I a m sympathet ic . 
I am compassionate. 
I am helpful. 
I am warm. 
Intelligent Self-Concept I am brilliant. 
I am clever. 
I am smart. 
I am bright. 
Mood measures 
As discussed earlier, some may argue that performance of an altruistic act or 
doing intelligent action induces positive mood, which increases the preference for 
relative luxury. Previous study has ruled out this alternative account (Khan and 
Dhar 2006), however, it is reasonable to include mood measure to ensure it has 
no effect in this study. 
Affect was measured in the control and license condition. Participants responded 
to a four-item, seven-point semantic differential scales about how they feel at the 
moment, the mood scale was anchored by "sad/happy", “bad mood/good mood", 




Participants were asked to answer an open-ended question indicating what they 
think the objective of study was. Al l participants could not guess exactly what the 
study was about. It was believed that there is no demand effect since they could 
not guess what the focus of this study is. 
3.2.4 Procedures 
Each participant was given a booklet "Consumer Behavior Study". The two 
versions for priming (i.e., altruistic or intelligent) and control condition (without 
priming) were randomly distributed among the participants. A l l participants were 
asked to imagine and involve themselves into the scenario, taking the role 
described in the scenario. 
For the licensing conditions, participants were first exposed to the scenario 
for respective priming, they were asked to state the reason of choice to increase 
the involvement level. After completing the first task, they continue to the next 
survey. The second survey, sentence scrambling, served as a filler task. An 
unrelated filler task was used to minimize the possibility of participants inferring 
a connection between the two choice problems and a series of mediator measures. 
After a short filler task, participants completed a series of measures regarding 
their mood and self-concept. Then, after a second filler task, which was counting 
misspelled words in a short paragraph, participants indicated their relative 
preference for the two Sunglasses. They were also asked to state the reason why 
they chose that particular item for checking whether there was any connection 
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made between prior tasks. Finally, participants answered an open-ended question 
that asking them what they thought the study was about serving as a suspicion 
probe and they provided demographical information to finish the booklet. The 
average completion time of the experiment was around fifteen minutes. 
For the control condition, all tasks and sequences were the same as those 
for licensed conditions, except for the first task. Participants were given the 
scrambled-sentence filler task as the first task. By doing so, it could help to rule 
out a differential effort-based explanation and account of resource depletion for 
the study. It was expected that the unrelated task did not boost the relevant 
self-concept. 
None of participants could guess the objective of the study and all the 
results were in predicted direction although some did not reach significant level. 
A slight modification such as change of wordings in the scenario and detailed 
instruction was given in the cover page. Besides, separate pages stating 
"Questionnaire Number" between surveys were added to further reduce the 
demand characteristic in the main study. 
3 .3 MAIN STUDY 
After the pretest, the main study was conducted on CUHK campus during 
the mid April and the beginning of May 2007. Details of the methods are 
presented in the following sub-sections, whereas the results and the data analysis 
are depicted in the next chapter. 
36 
3.3.1 Participants 
Participants for the main study consisted of 90 CUHK students with Asian 
background. Among the 90 participants, there were total 41 males (45.6%) and 49 
females (54.4%). The range in age of all participants was from 18 to 30 years. 
Data was collected using booklets which were to be completed individually and 
with 30 participants in each condition. 
3.3.2 Design 
The study was a single factor (priming: altruistic, intelligent and without 
priming) between-subject experimental design. The manipulated between-subject 
variable was licensed condition (type of priming), variables as mediators were 
relevant self-concept and guilt, and dependent variable was the relative 
preference between luxury and necessity. 
3.3.3 Materials 
Material used in the main study was the final version after a series of 
modifications throughout the pretest. It was a booklet consisting of a cover, a 
priming choice scenario, and a questionnaire. The questionnaire consisted of five 
parts, namely measures on participant's responses based on the scenario, two 
filler tasks, evaluation of mood and self-concept, and questions about 
participants' demographic information (see Appendix I). 
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3.3.4 Scenarios 
Based on the results from the pretest, two scenarios corresponding to two 
licensed conditions (i.e., altruistic and intelligent) were used for the main study. 
The scenarios are shown as follows: 
Altruistic Priming Choice 
You have volunteered to spend three hours a week doing community service. 
Volunteer Work A and Volunteer Work B are available as your options: 
Volunteer Work A 
Teaching children in a homeless shelter 
Volunteer Work B 
Improving the environment 
Intelligent Priming 
You want to know what your Intelligence Quotient (IQ) is, Test A and Test B are 
available as your options: 
Test A 
1. What answer is the closest in meaning to the word STRAWBERRY? 
A. A vegetable 
B. After breakfast 
C. A red fruit 
D. A yellow fruit 
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2. What is the best relationship to describe "driving, walking"? 
A. Both are transportation 
B. Both are fast 
C. Both are tiring 
D. Both are outside 
3. I f you buy 6 gallons of petrol and each gallon costs $1.50, the total tax for 
your 





4. What is the missing figure marked with “?’，in the diagram below? 
B 、 ‘ jr 
Tests 
1. What answer is the closest in meaning to the word SATELLITE? 
A. Close to the center 
B. Something that goes under the center 
C. Something that revolves around something 
D. A thing that other things revolve around 
2. What is the best relationship to describe "red, blue"? 
A. Both are dark 
B. Both are strong 
C. Both are colors 
D. Both are opposites 
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3. 2 gallons of petrol cost $3.00，tax per gallon costs $0.2. What is the price 
with tax per gallon? 




4. What is the missing figure marked with "？" in the diagram below? 
“ O " " " " 
？ o o 
• o 〇 
• E 
• • • • O 參眷 
A. • • B. •春 C. O 〇 D . 拳 
Participants were asked to check answer immediately as described in the 
pretest. The scenario for checking the answer was as follows: 
The questions you answered are the sample questions from the GIQ Test. 
The GIT Test Research Team consists of 3 post-graduate level researchers that 
spent over 1，000 hours to create, correlate and norm the test to make it the most 
accurate and realist IQ test. 
<Four Answers shown here for Test A or Test B separately > 
How many questions did you answer correctly? 
Score Scale 
Number of correct answer Classification 
4 Great! You are highly gifted. 
3 Good! You are gifted. 
2 Nice! You are average. 
1 or 0 You need more effort, you can try another test given. 
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3.3.4 Manipulation Checks 
Manipulation checks items were identical to the pretest. For priming 
manipulation, it was assessed separately by an item on a seven-point Likert scale 
ranging from 1 "strongly disagree" to 7 "strongly agree". The manipulation 
checks items are shown in Table 3.2. 
3.3.5 Dependent, Mediator and Other Measures 
Dependent, mediator and other measure items were identical to those used in 
the pretest. Relative preference between luxury and necessity was measured on a 
seven-point semantic differential scale anchored with definitely Sunglasses 
A/definitely Sunglasses B. The self-concept measures were a seven-point Likert 
scale ranging from 1 "strongly disagree" and 7 "strongly agree". Guilt was 
measured using single items on a seven-point semantic differential scale anchored 
with "Guilt/Guiltless". Mood was measured on a four-item, seven-point semantic 
differential scales about how they feel at the moment, the mood scale was 
anchored by "sad/happy", "bad mood/good mood", "irritable/pleased", and 
"depressed/cheerful" (1 = "most negative", 7 = "most positive"). 
3.3.6 Procedures 
Similar to the pretest, each participant was given a booklet titled "Consumer 
Behavior Study". Booklets containing the scenarios and measurement scales were 
randomly distributed among the participants. Al l participants were asked to 
imagine and involve themselves into the scenario, taking the role described in the 
scenario. 
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After reading the scenario, participants completed a series of measures 
regarding their choice, evaluation of mood and self-concept and relative 
preference between luxury and necessity. Participants then answered an 
open-ended question that asked them what they thought the study was about 
serving as a suspicion probe. Lastly, they were asked to provide demographic 
information to finish the booklet. The average completion time of the experiment 
was around fifteen minutes. 
None of the participants could guess the real purpose of the experiment in 
the suspicion probe or make explicit association between prior choices and the 
preference of relative luxury. This suggests that all the participants were blind to 
the experiment and their responses were not influenced by the demand 
characteristics and it rules out the alternative explanation on balancing. Results of 
the main study are presented in the next chapter. 
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CHAPTER 4 RESULTS AND DISCUSSION 
4 .0 OVERVIEW 
In this chapter, results of the main study are presented and discussed. 
Manipulation checks for the manipulated independent variables are presented in 
the first section, followed by reliability and validity analysis of the scale items. In 
the third and four sections, multivariate analysis of variance (MANOVA) and 
MANOVA by path analysis using LISREL are adopted to test the hypotheses, 
followed by other findings in the fifth section. Finally, discussion for the results is 
presented to finish the chapter. 
4.1 MANIPULATION CHECKS 
In order to assess whether the manipulated independent variables were 
actually enacted or perceived by the participants as intended, manipulation 
checks were employed (Sawyer, Lynch Jr., and Brinberg 1995). The manipulation 
checks were evaluated by multivariate analysis of variances (MANOVA). For the 
manipulation check on the altruistic priming, significant difference in the mean 
score of altruistic level was expected between the altruistic, intelligent priming 
and control groups. For the manipulation check on the intelligent priming, 
significant difference in the mean score of intelligent level was expected between 
the altruistic, intelligent priming and control groups. Regarding the confounding 
check, there should be no significant difference in the mean score of altruistic 
level between the intelligent priming and control groups under altruistic priming 
condition as well as there should be no significant difference in the mean score of 
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intelligent level between the altruistic priming and control groups under 
intelligent priming condition. The mean of the manipulation check items on 
altruistic and intelligent level are shown in Table 4.1. 
Table 4.1 
Cell Means of Manipulation Check Items 
Manipulation Check Items Altruistic Priming Intelligent Priming Control (Without 
Priming) 
Altruistic Level 4 .80 1.10 1.00 
Intelligent Level 1.10 4 .70 1.00 
The results from the MANOVA showed that the manipulation of two types 
of priming were successful. Specifically, the mean score of altruistic level under 
the condition of altruistic priming choice was significantly higher than those 
u n d e r t he in te l l igen t p r i m i n g ( M Altruistic Priming choice = 4 .80 , M intelligent Priming Choice = 
1.10, P = 0 . 0 0 0 ) and con t ro l condi t ion ( M Altruistic Priming choice = 4 .80 , M control = 
1.00, p = 0.000). The mean score of intelligent level under the condition of 
intelligent priming choice was significantly higher than those under the altruistic 
p r i m i n g ( M intelligent Priming Choice = 4 . 7 0，M Altruistic Priming Choice = 1.10，/? 二 0 . 0 0 0 ) a n d 
con t ro l c o n d i t i o n ( M intelligent Priming Choice = 4 .70, M Control = 1 .00, /? = 0 .000) . 
Besides, there was no confounding effect of the manipulated variables. 
Under altruistic priming condition, the mean score of altruistic level between 
intelligent priming and control condition was not significant (M intelligent Priming 
Choice = 1 . 1 0 , M Control = 1 . 0 0 , p = 0.493). Under intelligent priming condition, t h e 
mean score of intelligent level between altruistic priming and control condition 
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was not significant (M Altruistic Priming cho ice = 1.10, M Control = l.OO，；？ = 0.493). 
4 .2 RELIABILITY AND VALIDITY OF SCALES 
4.2.1 Reliability Analysis 
Reliability analysis was conducted to assess all the multiple-item scales in 
the main study. The Cronbach's coefficient alpha was applied for scales with 
three or more items. Results revealed that the reliability of all the scale 
measurements exceeded 0.7，the threshold suggested by Nunnally (1978). Details 
of the reliability analysis are shown in Table 4.2. 
Table 4.2 
Reliability of Key Measurement Scales 
Key variables Cronbach's 
coefficient alpha 
Altruistic self-concept (4 items) 0.81 
Intelligent self-concept (4 items) 0.92 
Mood (4 items) 0.92 
4.2.2 Construct Validity 
Construct validity refers to whether a scale measures the unobservable social 
construct that it purports to measure. Evaluation of construct validity needs the 
examination of the correlation of the measure being evaluated with variables that 
are known to be related to the construct purportedly measured by the instrument 
being evaluated or for which there are theoretical grounds for expecting it to be 
related (Campbell & Fiske 1959). There are two subtypes of construct validity, 
45 
convergent and discriminant validity. 
Convergent validity indicates the degree to which multiple items measuring 
the same construct agree. Convergent validity is adequate when constructs have 
the proportion-of-variance-extracted index of at least 0.5 (Fomell and Larcker 
1981). Confirmation Factor Analysis using LISREL was employed to test 
convergent validity of both altrusitic and intelligent self-concept. The 
proportion-of-variance-extracted index of altruistic self-concept was 0.52 and 
intelligent self-concept was 0.75. Convergent validity is satisfactory for both 
constructs. 
Discriminant validity is the degree to which items differentiate between 
constructs. Each item should correlate more highly with other items of the same 
construct than with items of other constructs. For satisfactory discriminant 
validity, the proportion-of-variance-extracted index of each construct in a pair of 
constructs should be higher than the square of the correlation between the two 
constructs in the pair (Fomell and Larcker 1981). The proportion 
-of-variance-extracted index of altruisitic self-concept was 0.52 and intelligent 
self-concept was 0.75，which were greater that the square of standardized 
correlation between altruistic and intelligent self-concept (0.014). Clearly, it 
indicates that there is discriminant vadility between the two constructs. 
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4 .3 HYPOTHESIS TESTING 
4.3.1 MANOVA 
MANOVA was used to test the mean difference of different dependent 
variables between experimental and control conditions. The dependent variables 
tested were relative preference between luxury and necessity, self-concept, guilt 
and mood. The results can provide the foundation for further analysis of the data 
using path analysis by LISREL to test the hypotheses in the next subsection. 
There are 90 cases for analysis. The four measures of altruistic self-concept, 
intelligent self-concept and mood were combined into a single indicator (which is 
the average of the four measures) of their respective constructs. The cell means of 
the dependent measures are shown in Table 4.3. 
Table 4.3 
Cell Means of Dependent Measures 
Dependent variables Altruistic Priming Intelligent Control (Without 
Priming Priming) 
Relative Preference between Luxury 5.53 5.33 3.33 
and Necessity (RP_LN) 
Altruistic Self-concept (A_SC) 5.69 5.13 5.12 
Intelligent Self-concept (I_SC) 4 .99 5 .74 4 .93 
Guilt (GUILT) 2.07 2 .33 3 .20 
Mood ^ 4.55 
MANOVA results in Table 4.4 showed that there was a significant main 
effect. Further analysis of between-subjects tests revealed that different types of 
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priming in the prior behavior had significant effects on relative preference 
between luxury and necessity (F = 29.99，p = 0.000)，altruistic self-concept (F = 
11.00，p = 0.000), intelligent self-concept (F = 9.90，p = 0.000) and guilt (F = 
11.83,/? = 0.000), however, there was not significant effect on mood (F = 0.77, p 
=0.464). Details are shown in Table 4.5. 
Table 4.4 
Multivariate Tests 
Effect F Hypothesis df Error df Significance 
Priming 
Pillai's Trace 11.25 10 168 0.000 
Wilks' Lambda 11.31 10 166 0.000 
Hotelling's Trace 11.36 10 164 0.000 
Roy's Largest 14.95 5 84 0.000 
Root 
Table 4.5 
Tests of Between-Subjects Effects 
Dependent Variables F Significance 
Prime Relative Preference between Luxury and Necessity 29.99 0.000 
Altruistic Self-concept 11.00 0.000 
Intelligent Self-concept 9.90 0.000 
Guilt 11.83 0.000 
Mood ^ 0.464 
The F test established that there was an effect on the dependent variables. 
Pairwise comparison tests were then used to determine i f there is a significant 
difference in terms of means between different conditions. This helped to specify 
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the exact nature of the overall effect determined by the F test. 
Referring to Table 4.3，multiple comparison tests tested the mean of different 
dependent variables for each pair of groups to identify similarities and 
differences. 
For altruistic self-concept (A_SC), it is found that the A_SC of the altruistic 
priming group was significantly higher than the A—SC of the control group 
(Maitruistic priming = 5.69，Mcontroi= 5.12, t = 3.89, p = 0 .000) as Well as that o f the 
i n t e l l i g e n t p r i m i n g g r o u p (Maitruistic priming = 5 . 6 9 , Mintelligent priming = 5 . 1 3 , t = 3 . 8 3 , 
p = 0.000). There was no significant difference between the intelligent priming 
group and the control group (Mintelligent priming = 5.13, Mcontrol= 5.12，t = 0.05,/?= 
0.955). For intelligent self-concept (I一SC), it was found that the I_SC of the 
intelligent priming group was significantly higher than the I—SC of the control 
group (Mintelligent priming = 5.74，Mcontroi = 4.93, t = 4.39, = 0.000) as wcll as that 
o f t h e a l t ru i s t i c p r i m i n g g r o u p (Mintelligent priming = 5 . 7 4 , Maitruistic priming = 4 .99， t = 
4.03, p = 0.000). There was no significant difference between the altruistic 
p r i m i n g group a n d t h e control group (Maitruistic priming = 4 . 9 9 , Mcontroi = 4 . 9 3 , t = 
3.60, /? = 0 .722) . 
For guilt, it was found that the guilt of the altruistic priming group was 
significantly lower than the RP LN of the control group (Maitruistic priming =2.07， 
Mcontroi = 3.20，t = -4.48，p =0.000) and the as that of the intelligent priming group 
was significantly lower than the guilt of the control group (Mintelligent priming = 2.33， 
Mcontroi = 3.20, t = -3.43，p = 0.000). There was no significant difference between 
the altruistic priming group and the intelligent priming group (Maitruistic priming = 
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2 . 0 7，M i n t e l l i g e n t priming = 2 . 3 3 ， t = - 1 . 0 6，；? = 0 . 2 9 4 ) . 
For relative preference between luxury and necessity (RP—LN), it was found 
that the RP_LN of the altruistic priming group was significantly higher than the 
RP—LN of the control group (Maitruis t ic priming = 5.53，Mcontrol= 3.33, t = 7.01，p = 
0.000) and the RP—LN of the intelligent priming group was significantly higher 
than the RP_LN of the control group (Mjnte i i igent priming = 5.33，Mcontroi = 3.33, t = 
6.37，p = 0.000). There was no significant difference between the RP_LN of the 
altruistic priming group and the RP_LN of the intelligent priming group (Maitruistic 
priming = 5 . 5 3 , Minte l l i gent priming = 5 . 3 3 ， t = 0 . 6 4 ， p = 0 . 5 2 6 ) . 
The results were in the proposed directions as the hypotheses and set the 
basis for further analysis using MANOVA by path analysis discussed in the next 
section. 
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4.3.2 MANOVA by Path Analysis 
The first part of the analysis revealed that the results were expected as our 
hypotheses. In order to test the means of latent variables and the hypothesized 
casual relationships, structural equation modeling should be used. However, due 
to the limitation of time and resources, the sample size requirement (i.e., at least 
200 participants) in this study was not met. Therefore, in the second part of the 
analysis, because of relative small sample size, MANOVA by path analysis using 
LISREL was appropriately chosen for a more comprehensive test of the 
conceptual model and our for hypotheses. The test followed closely the 
procedures suggested by Bagozzi and his coworkers (Bagozzi and Yi 1989). 
Before discussing the test results, some explanations would be given here to 
understand the structural model presented in the study. The subjects were divided 
into three groups according to the type of priming of prior behaviors. Mood was 
excluded in the model as MANOVA showed the insignificant result as expected. 
The structural equation model was shown in Figure 4.1. The model was tested by 
MANOVA by path analysis using LISREL. 
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Figure 4.1 
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NOTE - The casual path represented by the discontinuous line is not significant. 
The first group, A—Prime (^i), was coded as a value of 1 when altruistic 
priming was used, whereas the second group, I_Prime (专2)，was coded as a value 
of 1 when intelligent priming was used. Since both priming were categorical 
variables, a pseudovaiable (i.e., "one") fe) was added to the model and the 
augmented matrix was used in the LISREL analysis (for a detailed explanation i f 
this procedure, see Bagozzi and Yi 1989). 
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The paths from and to dependent variables reflect the differences in their 
means between the altruistic priming and the non-altruistic priming groups (i.e., T», 
丫2丨，Tji, "741，）as well as those between the intelligent priming and the non-intelligent 
priming groups (i.e.J^ Y«) while the paths from the "one" latent variable to 
dependent variables (i.e., the other correspond to the means of dependent 
variables for the control group. Besides, the % represents the strength of the 
relationship among the endogenous variables. Upon finding differences in the 
means for different groups and the strength of the relationships, an inspection of 
the Tand P parameters would be useful in finding out which variables are affected. 
The model (M-1) in Figure 4.1 produced a chi-square value of 4.85 with 1 
degree of freedom (p = 0.028). The most widely used overall model fit indices 
are the Goodness of Fit Index (GFI), the Adjusted Goodness of Fit Index (AGFI)， 
Normed Fix Index (NFI) and the Root Mean Square Error of Approximation 
(RMSEA). GFI measures the absolute fit (unadjusted for degrees of freedom) of 
the combined measurement and structural model to the data. AGFI adjusts this 
value to the degrees of freedom in the model. NFI measures the normed 
difference in chi-square between a zero factor null model with no common 
variance across measures and a proposed multi-factor model. RMSEA refers to 
discrepancy per degree of freedom. Thresholds for these indices in research are 
above 0.90，above 0.80, above 0.90 and below .05 (Chin 1998)，GFI, AGFI, NFI 
and RMSEA of M-1 are 0.99，0.58，1.00 and 0.20 respectively. It showed poor fit 
in indices like AGFI and RMSEA. 
The causal path of prior priming between indulgent choices was added 
because findings in pervious study suggested the possibility of such direct effect 
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(Khan and Dhar 2006). Besides, the causal paths between self-concept and 
indulgent choice were not in our proposed conceptual model, but it is worthwhile 
to test the effect suggested by previous study (Khan and Dhar 2006) in M-1. 
Besides, the causal paths between priming and irrelevant self-concept were also 
included in the model to test whether priming has effect on its relevant 
self-concept only. Results showed that those paths were not significant and it was 
consistent with our proposed concepts. The casual paths were indicated with 
discontinuous line in Figure 4.1. 
An alternative model (M-2) was used to examine the full mediating effect of 
self-concept by constraining the path of the self-concept on indulgent choice (i.e. 
p4i = P43 = 0). This model registers a chi-square value of 4.87 with 3 degrees of 
freedom {p = 0.18). No significant difference in the fit of M-1 and M-2 was 
revealed by a chi-square difference test = 0.02，d.f. = 2，N.S.). GFI, AGFI, 
NFI and RMSEA of M-2 are 0.98，0.86，1.00 and 0.081 respectively. It showed 
good and acceptable goodness of fit and demonstrated better fit compared to M-1. 
A summary of the analysis is presented in Table 4.6，which indicates that 
M-2 is the best model in terms of goodness of fit and parsimony. The parameter 
estimates of M-2 are given in Table 4.7. 
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Table 4.6 
Summary of LISREL Analysis Result 
Models Chi-square d.f. p 
M-1 485 1 
M-2 ^ 3 0.18 
^According to the model shown in Figure 4.1. 
Table 4.7 
LISREL Estimates of M-2 
Path Parameters Estimates t-value 
Altruistic Priming + Altruistic Self-concept Yii 0.58 3.98*** 
Altruistic Priming -> Intelligent Self-concept Y21 0.013 0.086 
Intelligent Priming + Altruistic Self-concept Y 12 0.074 0.40 
Intelligent Priming -> Intelligent Self-concept 722 0.83 4.49*** 
Altruistic Priming ^Gui l t ^ ^ -3.83*** 
Intelligent Priming-^Guilt ysi -0.63 -2.38*** 
Altruistic Priming ^Indulgent Choice ^ 5.85*** 
Intelligent Priming Indulgent Choice y^ 1.84 5.68*** 
Altruistic Self-concept ^ Guilt p3i -0.25 -1.42* 
Intelligent Self-concept + Guilt fe -0.31 -2.25** 
Guilt -^Indulgent Choice ^ -0.24 -1.84** 
Altruistic Self-concept Indulgent Choice p4i 0 ---
Intelligent Self-concept •> Indulgent Choice ^ 0 — 
"Constrained to be zero; *；7<0.10，**/7<0.05, *** j9<0.01 
To see the effect of prior behavior on its relevant self-concept, for H I to be 
supported, we expect that yn is significant but not 721 whereas for H2 to be 
supported, we expect that 722 is significant but not 712. The results showed that yn 
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(0.58, t-value = 3.98) and 722 (0.83, t-value = 4.49) were significant. The results 
supported H I and H2 that prior altruistic behavior positively affects altruistic 
self-concept and prior intelligent behavior positively affects intelligent 
self-concept respectively. The parameters 721 and 712 were not significant. It 
provided additional evidence that prior behavior with specific nature affects its 
specific self-concept only. 
For the effect of prior behavior on guilt, for H3 and H4 to be supported, we 
expect that 731 and 丫32 are significant. The results revealed that the parameters 731 
(-0.99，t-value = -3.83) and 732 (-0.63, t-value = -2.38) were significant. These 
results lent support to H3 and H4, namely, prior altruistic behavior negatively 
affects guilt in indulgent consumption and prior intelligent behavior negatively 
affects guilt in indulgent consumption respectively. 
Regarding the mediating effect of guilt between self-concept and indulgent 
choice, for H5 and H6 to be supported, we expect that P31 and (334 are significant 
as well as psz and P34 are significant respectively. Analysis showed that p3i (-0.25, 
t-value = -1.42)，P32 (-0.31, t-value = -2.25) and p34(-0.24，t-value = -1.84) were 
significant. These results confirmed H5 and H6 that the effect of altruistic 
self-concept on indulgent behavior is mediated by guilt and the effect of 
intelligent self-concept on indulgent behavior is mediated by guilt respectively. 
Apart from the compound mediating of guilt and self concept, direct effect 
of prior behavior on indulgent choice was investigated. The results revealed that 
Y41 (1.97, t-value = 5.85), and 742 (1.84, t-value = 5.68) were significant. This 
confirmed that altruistic choices lead to subsequent indulgent choice with Asian 
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participants. 
4 .4 DISCUSSIONS 
The LISREL results indicate that licensing effect occurs with other positive 
prior behavior and the mechanism of licensing effect is extended with the 
mediating role of guilt. The results support all the hypotheses. Specifically, both 
altruistic and intelligent prior behaviors impact the relevant self-concepts. 
Moreover, guilt has the mediating role in licensing effect through self-concept 
and itself on indulgent consumption. Also, the direct effect of prior altruistic 
choice also impacts indulgent consumption with Asian participants. 
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CHAPTER 5 CONCLUSION 
5 .0 OVERVIEW 
This chapter concludes the whole thesis by highlighting the contributions, 
limitations, and future research directions. The first section presents the 
theoretical and managerial contributions of the thesis. Limitations are discussed 
in the second section, followed by suggestions for future research. Finally, 
conclusion of this thesis is presented in the end of the chapter. 
5.1 CONTRIBUTIONS 
5.1.1 Theoretical Contribution 
This thesis provides several important theoretical contributions. First of all, 
this thesis confirmed that prior altruistic choice also impacts indulgent 
consumption with Asian participants. 
Besides, the increased preference for a hedonic or a luxury option in the 
licensing condition operates in a similar fashion to other proposed guilt-reducing 
mechanisms (Strahilevitz and Myers 1998; Kivetz and Simonson 2002). This 
thesis extends the occurrence of licensing effect with a different type of positive 
act in the prior decision that serves to increase the subsequent preference for a 
relative luxury. 
Moreover, the findings of this study confirm the mediating role of guilt apart 
from self-concept. More specially, guilt is the mediator between prior positive 
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choice and indulgent consumption, as well as the mediator between relevant 
self-concept and indulgent consumption. It enhances the theoretical 
understanding of how licensing effect operates and the effect can be better 
qualified by introducing a new construct that mediates the effects of existing 
variables (i.e., theory deepening) (Perugini and Bagozzi 2001). Although it is not 
a primary focus of the research, it demonstrated that consumer guilt is an 
important emotion in consumer marketing and points to many fruitful directions 
for the future research, sales promotion research and advertisement research. 
5.1.2 Managerial Contribution 
Luxury goods retailing market in the U.S. was $445 billion in 2005, luxury 
or indulgent goods is a segment that accounts for a growing share of consumer 
expenditure (Mintel 2005). However, it is not easy for the luxury goods markets 
to promote their products and some marketers even position their luxury items as 
"affordable luxury" (Jette 2005). 
The findings of this research provide some general guidelines for marketing 
of relative luxuries. The negative emotion such as guilt associated with the 
indulgent consumption allows marketers to promote their products as necessity. 
This thesis suggests that marketers of luxury goods can increase their sales by 
reducing the guilt through other decisions that are positive in nature. For example, 
they can give some mini games, which are not so difficult but are able to either 
reduce guilt or increase positive self-concept. It provides an additional promotion 
strategy other than charity donation. Besides, some luxuries retailers practice lose 
leader pricing strategy, in which retailers set very low price for some products, 
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even below costs in order to attract customers to the store. At the same time, 
customers buy other goods that generate higher profit (Nelson and Hilke 1986). 
This interesting phenomenon can be related to licensing effect, which the 
consumption of leader product acts like a positive nature behavior, customers 
may think that they make an intelligent choice. Therefore, customers are likely to 
pick the other higher price or luxury products in the store. In general, this study 
offers opportunities for practitioners to enhance their understanding of consumer 
preference to indulgent products and offers a platform for them to deal with the 
negative emotion associated with their products. 
5.2 LIMITATIONS 
Despite the emergence of interesting findings and implications from this 
thesis, limitations exist in this study. In order to test the hypothesis, scenarios 
were set in shopping context with manipulations in prior behaviors (i.e., doing 
volunteer work or taking an IQ test). Although experiment with scenarios has 
been widely used in previous studies (e.g. Khan and Dhar 2006; Kivetz and 
Simonson 2002), this method has its limitations with respect to reality and 
contains descriptions of limited circumstances. 
Some may doubt the generalizability and applicability of the results. The 
findings may only apply to cases with similar type of product category (e.g. 
sunglasses or glasses), but cannot generalize to other product category purchase 
such as food. Therefore, the model and hypotheses should be tested with a variety 
of methods and settings in future research, such as conducting field study to 
complement the limitations of scenario research. 
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Moreover, only students were employed as participants in this study, the 
findings may not be representative of the general public. Therefore, the model 
and hypotheses presented in this thesis are awaiting further scrutiny with different 
samples to enhance the generalizability of the results. 
Besides, there is a limitation with respect to results for the LISREL model. 
MANOVA by path analysis was used instead of structural equation modeling 
because of the relatively small sample size. Accordingly, the parameter estimates 
are regarded as suggestive rather than definitive. Therefore, future study with 
larger sample size should be used to further test the model and hypotheses. 
5.3 FUTURE RESEARCH DIRECTIONS 
Licensing effect is a topic with fruitful avenue for future research. Based on 
the findings as well as the exploration process of this thesis, some promising 
future research directions are described as follows. 
A related extension of this thesis is to vary the intensity of the prior positive 
behavior, it is interesting to investigate the conditions under which licensing 
effect may not occur, for example, a favor that people take it as habit in daily life 
like helping your friend to buy a drink may not have any influence on 
self-concept or guilt. 
Besides, future research can investigate a behavior-product 
complementarities, it means certain types of behavior may work better with 
certain types of products. For instance, i f the prior behavior and luxury product 
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are in the same domain, they might have the synergy that increases the likelihood 
and magnitude of licensing effect. 
5 .4 CONCLUSION 
This thesis presents a conceptual model that integrates and extends previous 
literature on licensing effect and guilt. The thesis findings support that prior 
positive choices serve as a license for subsequent indulgent consumption. More 
specifically, the results indicate that both prior altruistic and intelligent choices 
increase the preference for relative luxuries. Moreover, guilt is introduced in the 
mechanism of licensing effect. These findings not only enhance the theoretical 
understanding of how consumers choose between luxury and necessity after 
performing positive behavior, but also provide managerial implications for 
indulgent goods marketers to develop their promotional strategies. The results of 
this thesis also point to many avenues for future research on this topic. Future 
research may be extended to examine the intensity of the prior positive behavior 
and behavior-product complementarities. Some limitations of the thesis also 
represent opportunities for future research. 
Undoubtedly, licensing effect deserves more research efforts to explore its 
impact in consumer behavior. The proposed conceptual model provides a 
framework awaiting further exploration. 
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APPENDIX 
APPENDIX I 一 BOOKLET OF MAIN STUDY 
Consumer Behavior Study 
This booklet is composed of several questionnaires. The following is the 
example about how to respond to the scales given in the questionnaires. All 
information collected will be kept confidential. Thank you for taking your time! 
If you feel that your answer is very closely related to one end of the scale (i.e., strongly agree or 
strongly disagree), you should place your check mark as follows: 
Strongly Disagree X Strongly Agree 
Strongly Disagree X Strongly Agree 
If you feel that your response is quite closely related to one end or the other of the scale but not 
extremely (i.e., agree or disagree), you should place your check as follows: 
Strongly Disagree X Strongly Agree 
Strongly Disagree X Strongly Agree 
If you feel that your response seems only slightly related to one end or the other of the scale but 
not really neutral (i.e., slightly agree or slightly disagree), you should place your check mark as 
follows: 
Strongly Disagree X Strongly Agree 
Strongly Disagree X Strongly Agree 
If you feel that your response is neutral (i.e., neither agree nor disagree), you should place your 
check mark as follows: 
Strongly Disagree X Strongly Agree 
IMPORTANT : Please make each scale a separate and independent judgment. Work at fairly 
high speed through this questionnaire. Do not worry or puzzle over individual scales. It is 
your first impressions, the immediate feelings about the scales that we want. On the other hand, 




VERSION 1 (for illustration purpose here’ this line was not included in the 
actual study) 
Please imagine yourself in the following situation, remind that there is no right or wrong 
answer, we are just interested in your feelings and opinions. 
You have volunteered to spend three hours a week doing community service. Volunteer Work A and 
Volunteer Work B are available as your options: 
Volunteer Work A 
Teaching children in a homeless shelter 
Volunteer Work B 
Improving the environment 
Q1. Which volunteer work do you choose? (Please make a cross on the space) 
Volunteer Work A 
Volunteer Work B 
Q2. State the reason why you choose the above volunteer work. 
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VERSION 2 (for illustration purpose here, this line was not included in the 
actual study, either version 1 or 2 was given to participants) 
Instruction: You want to know what your Intelligence Quotient (IQ) is, Test A and Test B are 
available as your options. Please choose only ONE of the following tests (Test A on first page 
OR Test B on the second page): 
PLEASE DO NOT TURN TO THE THIRD PAGE UNTIL YOU FINISH THE TEST! 
Test A (Please circle the best answer) 
1. What answer is the closest in meaning to the word STRAWBERRY? 
A. A vegetable 
B. After breakfast 
C. A red fruit 
D. A yellow fruit 
2. What is the best relationship to describe "driving, walking"? 
A. Both are transportation 
B. Both are fast 
C. Both are tiring 
D. Both are outside 
3. If you buy 6 gallons of petrol and each gallon costs $1.50, the total tax for your 





4. What is the missing figure marked with “？” in the diagram below? 
Tf^ 
B 、 r 
PLEASE DO NOT TURN TO THE THIRD PAGE UNTIL YOU FINISH THE TEST! 
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Test B (Please circle the best answer) 
2. What answer is the closest in meaning to the word SATELLITE? 
A. Close to the center 
B. Something that goes under the center 
C. Something that revolves around something 
D. A thing that other things revolve around 
3. What is the best relationship to describe "red, blue"? 
A. Both are dark 
B. Both are strong 
C. Both are colors 
D. Both are opposites 






5. What is the missing figure marked with “?” in the diagram below? 
7 0 0 
_ 〇〇 
EE 
• 參 、 o 攀 眷 
A . 眷 眷 B . 鲁 春 C . O O D. • 
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VERSION 2 (for illustration purpose here, this line was not included in the 
actual study，either version 1 or 2 was given to participants) 
Third Page 
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VERSION 2 (for illustration purpose here, this line was not included in the 
actual study, either version 1 or 2 was given to participants) 
Please check your answer of the test you took (Test A or Test B). 
Test A 
The questions you answered are the sample questions from the GIQ Test. 
The GIT Test Research Team consists of 3 post-graduate level researchers that spent over 1,000 





How many questions did you answer correctly? 
Score Scale 
Number of correct answer Classification 
4 Great! You are highly gifted. 
3 Good! You are gifted. 
2 Nice! You are average. 
1 or 0 You need more effort, you can try another test given. 
TestB 
The questions you answered are the sample questions from the GIQ Test. 
The GIT Test Research Team consists of 3 post-graduate level researchers that spent over 1,000 





How many questions did you answer correctly? 
Score Scale 
Number of correct answer Classification 
4 Great! You are highly gifted. 
3 Good! You are gifted. 
2 Nice! You are average. 




Instruction: Please put the following scrambled sentence in order. 
1. mine is cup that 
Correct order: 
2. recently movie has he watched 
Correct order: 
3. near are houses beaches there those 
Correct order: 
4. in be Game Beijing will Olympic held 
Correct order: 





Instruction: Please indicate it by putting a cross in the box, remind that there is no right or 
wrong answer, we are just interested in your feelings and opinions. 
How do you feel at the moment? 
Sad Happy 





We are interested in knowing more about you, please indicate the extent to which the 
description you agree or disagree. Note that we are interesting in your own perception. 
a) I am attractive. 
Strongly Disagree Strongly Agree 
b) I am sympathetic. 
Strongly Disagree Strongly Agree 
c) I am healthy. 
Strongly Disagree Strongly Agree 
d) I am brilliant. 
Strongly Disagree Strongly Agree 
e) I am compassionate. 
Strongly Disagree Strongly Agree 
f) I am clever. 
Strongly Disagree Strongly Agree 
g) I am fit. 
Strongly Disagree Strongly Agree 
h) I am charming. 
Strongly Disagree Strongly Agree 
i) I am mature. 
Strongly Disagree Strongly Agree 
j) I am in shape. 
Strongly Disagree Strongly Agree 
k) I am smart. 
Strongly Disagree Strongly Agree 
1) I am interesting. 
Strongly Disagree Strongly Agree 
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m) I am helpful. 
Strongly Disagree | | | | | | | | Strongly Agree 
n) I am bright. 
Strongly Disagree | | | | | | | | Strongly Agree 
o) I am simple. 
Strongly Disagree | | | | | | | | Strongly Agree 
p) I am admirable. 
Strongly Disagree | | | | | | I I Strongly Agree 
q j I am able-bodied. 
Strongly Disagree | | | | | | I I Strongly Agree 
r) I am warm. 
Strongly Disagree | | | | | | | | Strongly Agree 
s) I am gorgeous. 




Instruction: Please carefully read the following passage and identify the words that are not 
spelled right. There is only one error in each line. Circle every word that is not spelled 
correctly. 
Computers take numerous physical farms. Early electronic computers were the size of a 
large room, consumeing as much power as several hundred modern personal computers. Today, 
computers can be made small enough to fit into a wrisk watch and be powdered from a watch 
battery. 




Please imagine yourself in the following situation, remind that there is no right or wrong 
answer, we are just interested in your feelings and opinions. 
You enter a shopping mall and sale is carrying on, you are thinking of buying a pair of sunglasses. 
Sunglasses A Sunglasses B 
• Italian designers frames • American frames 
• Highly resistant to scratch and impact • Resistant to moderate scratch and impact 
• Ultra lightweight with adjustable temples and • Regular weight with fixed temples and nose pads 
nose pads • Average customer rating • • • • • 
• Average customer rating • • • • • • Price: $450 
• Price: $770 
Ql. Which one do you choose? (Please make a cross on the space) 
Definitely Definitely 
Sunglasses A Sunglasses B 




Instruction: Please indicate it by putting a cross in the box, remind that there is no right or 
wrong answer, we are just interested in your feelings and opinions. 
Ql. The task I did in the first questionnaire showed that I am altruistic. 
Strongly Disagree Strongly Agree 
Q2. The task I did in the first questionnaire showed that I am intelligent. 
Strongly Disagree Strongly Agree 
Do you know what is/are the objective(s) of the study(ies)? 
Please fill in your personal particulate: (Please make a cross on the space provided) 
Gender: Male Female 
Age: 
Monthly Income: 
Thank you very much! 
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